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WineAgriCulinary

Tourism

The New York Experience



3

Organizations

• The New York Wine & Grape Foundation
• Wineries
• Wine Trails
• Department of Agriculture & Markets
• New York Farm Bureau
• Regional Tourism Agencies
• New York Wine & Culinary Center
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New York Strategy

• Bring the people to the wine
• Take the wine to the people
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Wine Tourism
(Going to a winery)

• Statewide brochures
• Website
• Special events (web 

and emails)
• Press releases
• Winery events
• Wine trail events and 

brochures
• Festivals
• Highway signage
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Results

• 1985: 380,000 tourist visits
• 2003: 4,100,000 tourist visits (12-fold increase)

• $312,000,000 in wine related tourism 
expenditures

• Creation of Bed & Breakfasts, bus/limo 
companies, etc.

• Wine: the ultimate value-added product
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Wine Country Tourism

The number of tourist visits to New York’s wineries has increased over ten 
fold– to over 4 million– since 1985, bringing major benefits to local economies. 

The number of visits increased by 54% in three years.

Tourism to Wine Country
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*Note: Since the latest data is from 2003, it is highly likely that this figure has increased, but formal 
surveys have not been conducted.
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Between 2000 and 2003, the number of visits increased by 
54% and sales per visitor by 49% -- meaning sales at 

tasting rooms (and related excise and sales taxes) more 
than doubled.
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Sales taxes and excise taxes generated by direct sales at 
winery tasting rooms more than doubled to over $7 million 
in 2003. This is a small portion of total taxes generated.
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*NOTE: Wine is the only farm product subject to excise taxes and sales taxes. Formal surveys since 2004 have not 
been conducted, but anecdotal evidence indicates continually increasing sales and related taxes.
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The small wineries comprising “wine trails” sell 
most of their wines within New York State.

Sales Location
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*Other-reflects wineries that are not members of any wine trail; data for some wine trails not available.
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Agritourism
(Going to a farm)

• Beer trails, maple, apple, etc.
• U-Pick farms
• Roadside farmers markets
• Pride of New York database and program
• Commodity partnerships
• Pride of New York Harvest Fest
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Culinary Tourism
(Shopping, cooking, eating & drinking)

• New York under one roof
• Gateway, not destination
• Wine tasting and purchase
• Wine seminars
• Chefs demonstrations and 

cooking
• Hands-on cooking classes
• Training for students and 

employees
• Taste of New York lounge
• Educational exhibit (kiosk, 

virtual tractor)
• Gift Shop
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Results

• Projection: 76,000 visitors
• Actual: 101,938 visitors
• Everybody wants one: Long Island, Hudson 

Valley, Niagara
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Economic Impact
• Multiplier effect

New York National
• Grape value at farm gate $30 million $3.5 billion
• Wine sales $420 million $11.4 billion
• Tourism expenditures $312 million $3 billion
• Total (wine, grapes, juice) $6 billion $162 billion
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WineAgriCulinary

Tourism

The Bottom Line

• Natural Partners
• Tremendous 

synergies
• Cross-promote to 

different audiences
• “Locavore” movement
• Ya gotta eat
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